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Mfleet

Fleet Credir Card Services (Fleet CCS) is organized ulong specific Business Lines including National Accounts, Fleet Franchise,
Leveraged Portfolio, Partnership Marketing, and Emerging Products. Together, these Business Lines will produce approximarely

[ 7MM new accounts in 1998, 1999 Plans, while still under development and review, contemplate new account volume in exeess of
1998 levels.

The Fleet Franchise Business Line is responsible for planning and management of all credit card initiatives againsi the following
conswmer population:

o Fleet Bank customers within the geographic footprint of the branch distribution network

e Non-customers within the geographic footprint

e Fleet Bank customers outside of the geographic footprint

The Fleet Franchise will generate a significant portion of Fleet CCS’ total new account objectives for 1999. The strategy for
meeting new account objectives is twofold.:
[ TUro- 7250 of Fieer [rancrise hew account voiume wiii come from continuing to capitalize on Fleet CCS’ current strengthy
in direct marketing (e g., broadscale prescreened direct matl programs).

2. Importantly, 28% 1% of Fleet Franchise new account volume is to be achieved by developing key alliances within the
larger Fleet organization, primarily with Fleet Retail Bank. This represents a significant shift in strategy. It also has "win-

win" potential for both Fleet CCS and the Retail Bank. By building multiple account relationships, customer loyalirny can be
strengthened and attrition limited for both business units.

It is important 1o note that at the core of all Fleet CCS new account objeciives is the underlying requirement to source credit card
customers with a high propensity for longer term profitability. To this end, efforts will focus on attracting customers who ave likely
to build and sustain revolving balances on their Fleet credit card. Many such customers should be found within the Retail Bank
customer base as well as among the customer bases of other Fleet units (e.g., Fleet Mortgage).

HIGHLY GONFIDEMTEAL S0
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HIGHLY CONFIDENTIAL SUBJEGT
et T0 PROTECTIVE ORDER

Below is a snapshot of proposed 1999 Fleet Franchise ractical initiatives which follow-through on the straregy of developing kev
alliances with the Retail Bank. The proposed approach to each initiative is described further in the following pages.

Franchise Acquisitions - _New Business Development - 1999 Plan - Retuil Bank Alliances

Jan Feb Mar Apr May Jun Jul Aug Scp Ocr Nov Dec Tartal
Program 9 99 99 99 29 9 99 29 99 99 29 99 99
I Branch Cross-Sell Program Appliconens 0.5M 0.5M 8 5Af 19.0M 19 041 19041 19.6: 19041 19.0M 19.6M 19 0M 354 FETAS]
Accounts Q. I5M 01541 2 6Af 5IM 5 7Af 5 7M 57 57M 3708 S 5 M 360 sho
Acquisition 8Ts | 30 2MM $2.9MA1 | S6. JMAL S IMAL 56 JAIM | 36 40AL 52908 | S57 s
« Buschine vnguing promotion R s A A R L . gt
* Periodic special promotions o Lremalign
2. Huiline Direci Mail Program * W Volume 60M 00
L Counls [IX A8 neArf 0.6M 2641 10N
Acquisition BTs SO 7SALA 50 25ASAS $31T5VAS
¢ New Checking Customers ; TRy
* Address Changes
3. Retai! Bank Statement Inserts | Expasures 20MM | 3iMA ENETIYS 20MM | 30A1at IR YAV
Accounts I OM 1.aM | 6Af 7.0uM AV
Acquisition BTs IO TSMM | 87 200 50 75MAM RER/ATAYS
« Fleet Financial Connection PN
N
o Teedivaeal Sratomens dnone ﬁ‘* ¥ l
| {. Evew: Markeiing Program Applications ] 4M I Jif 1A 1ogae ITY: IRV Iy, 1
° Accounts 02¢ o2y o2 oz o o2 1.5M
Acquisition BTs F0.07MM S0 07MM  SO.07AIM | S0.07AAL FO.0TMAL  30.07MM Sy st
« Fleer sponsored events 3 L L B T g
* (Mther events 4
5. MLM Direct Mail Test Mail Folume 30M 80M
Accounts ) 2Mf 1.2Af
Acqusition 875 52 BAIM J2.80M
R TR
6 Telesales Program™ Applications 0.5M 0.5M 1M I5M 1.5A1f 1.5M 15M LSM 15M I 5M 15N 1Sy 16.0M
Accounts 0.1 0iM 038 CIM 0.3M 7.3A¢ 0.3Af nIM 0.3M a3M 0.3M .31 1286
Acquisition BTy | 30.IMM  S0.JMM  S03MM | 50 IMM  S03MA S03MM | S0.3Mar SOIMAM SOIMM | S03MM S0 3AM S0 3AMM ] $36A0M
¢ Baseline ongoing TS support A | R e e R : ; 3 e | SRR T
7. Web Development
Total- All Reiail Bank Alliance Accouniy 0235M 0.25M 47M 7.8M 6.8M 826 8.4Af 74M 7.8M 76M 8.6M 2941 a6 7S
Programs Acquisition 875 | S0.3MM 50 MM S4.8MM | S8.0MM  S7.5MAF S6SMAL | SBTAAS SO6MM  SEIMM |57 0MM ST UMM S 2MAr | $727atM

NOTE: Gray shaded areas indicaie in-market dates.  *Telesales volumes represent only incidental apps received as a result of general advertising/referrals.
A portion of applications sourced through dranch efforts wifl ectually de taken b ¥ Telesales,
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1. 1999 Branch 1 ross-Sell Program

Branch Distribution Benchmarking Study: HIGHLY CONFIDENTIAL SUBJECT
70 PROTECTIVE ORDER

Fleet'’s extensive branch network offers the potential 1o generate new credit card customers on a significant scale. The
creation of a Branch Cross-Sell Program for credit cards where virtually none exists today is a key goal for 1999,

As a first step to inform the process of creating a Branch-Cross Sell Program, a comprehensive compeltitive review
benchmarking branch distribution practices of 16 major credit card issuers was performed in August 1998  Research
was completed by Elrick & Lavidge InterServ Marketing Solutions. Mystery shops were executed at three
geographically dispersed branches for each of the following:

Bank of America First Chicago Norwest
BankBoston* First Union* Peoples Bank™
Bank One** Key Bank* PNC*

Barnett Bank Marine Midland* Summit Bank™
Chase* NationsBank Wachovia
Citibank*

Areas of focus for the study included:
= Promotional / Display materials
= Employee knowledge and sales orientation
= Application materials
= Specific product information
= Incentive structure for customers and/or employees (where available)

* Competitive Banks within the footprint.

** Bank One is considered to be “best in class” - As a resull, a separate study using Business Dynamics, an indusiry
consultant, was executed to obtain actual performance and other detailed information.
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Branch Distribution Benchmarking Study - Bank One Highlights:

¢
0
0
0

Similar size and scope to Fleet Bank with respeci to branches: Fleet=1,200 branches, Bank One=1,500 brancites
Generating an average of 10 new accounts per branch per month (with a goal of 14 per branch per month in '99)
25% Approval Rate - They are planning to offer instant approval at the Teller level in 2099.

Aggressive & consistent branch distribution system, employing branch tellers as well as branch platform
personnel.

e Al tellers and platform personnel consistently ask customers if they have the bank’s credit card
e There is astack of simplified applications next to each teller w/ a branch code & employee # on each.
e Periodically promote to Tellers & SSRs thai they can earn $5.00 per booked account.

e The number of approved accounts per branch is also included as part of an overall point system used for
evaluating branches and branch employees.

Bank One uses custom scorecards for relationship customers - assuming risk is lower for existing retai!
customers.

Strengths of account performance (relative 1o accounts sourced through other channels)
e Lower attrition

e Lower credit loses

Weaknesses of account performance

e Lower active rates, balances and spending HIGHLY CONHDENTIAL SUBJECT
¢ Underdeveloped portfolio management programs 0 PROTECTIV F ORDER
Products:

e Thebr  ches are primarily focused on selling a straightforward offer of 9.9% fixed (Platinum). One branch
seemec.  be testing a premium - a Bank One T-shirt for completing an application.

e A self mailer could also be found in branches - the offer was a 3.9% intro, 12.99% thereafier, plus a premiun -
a free Monarch Expandable portfolio that could only be obtained after the first purchase or a balance transfer.
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Branch Distribution Benchmarking Study - General Highlights:

HIGHLY CONFIDENTIAL SUBJEC®
0 Comments from Elrick & Lavidge: 0 PROTECT!VE ORDEP

o The banks appear to have done a much better job of developing the credit card products than of execuring e
delivery to the prospective customer.

e [t was apparent that employee knowledge was sorely lacking.

e As might be expected, in bunks where reps were rewarded for selling credit cards, they were more likely (o
encourage a prospective customer to apply. In addition, they were more kmowledgeable about their credi
card products.

0 Other Observations:

e 14 of I+ hanks offer relationship pricing discounts on the intro or post-intro rates, however, Bank One does
not.

12 of 16 banks offer some type of incentive to branch personnel for the sale of credit cards.

L

13 of 16 banks offer a balance transfer option on their branch application.

Within Fleet's footprint, Fleet currently offers the least competitive and flexible product.

At present, none of the issuers appeared 1o have a sophisticated instant decisioning system.
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Existing Fleet Branch Cross-Sell Program:

In addition to researching the competition, a brief review of existing in-branch credit card marketing ar Fleet reveals

the following:

Pricing and product features are non-competitive...

o Pricing:

HIGHLY CONFIDENTIAL SUBJEC?
T() PROTECTIVE ORDER

Our cu. .ent "best” offer, which is available only
if the consumer has one or more other Fleet
relationships is...

9 9% intro for six months, 17 4% post iniro rate,
annual fee waived

Consumers without a Fleet relationship are not
eligible for any introductory rate or fee waiver. ..

I7.4% ongoing rate (variable),
$520-840 annual fee

e Product:

Current branch take-ones for the credit card product offer Gold and Standard cards. Competitive tracking by BA/l
Mail Monitor clearly indicates that since the advent of the Platinum Card, Gold Card offer volume has dropped
dramatically. Most of the prestige factor associated with Gold Cards has been usurped by Platinum, and the
positioning of Platinum benefits as superior to Gold benefits has taken hold in the marketplace.
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Existing Fleer Branch Cross-Sell Program (continued):

HIGHLY CONFIDENTIAL SUBJECT

Underwriting is sub-optimal... 0 PROTECTIVE ORDER

Aging Criteria:

Much of existing underwriting policy has been in place for many years, and some policies are fragmented
geographically (often representing vestiges of credit tools from old merger institutions). While custom scorccards

have been revalidated over time, a comprehensive review of credit card underwriting policy and process has not
been undertaken.

Approval Rates:

Historical approval rates for branch take-one applications reveal that the majority of applicants are declined under
the current paradigm:

| Fleet I
Kelationship Non-
Year Cusiomors Custonicry Total
1997 27% [16%% 24%
1998 31% 16% 27%
(Y-T-D)

Heightened sensitivity to the potential negative effects of credit card turndowns on other Fleet relationships s
required for the future.

New Credit Entrants:

Today's underwriting policy is not designed to support issuance of credit to students. This target population
represents a significant opportunity for branch cross-sell, whether in branches located near centers of higher
learning, or in broader communities where significant numbers of customers are parents of pre-college age and
college age children.
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Existing Fleet Branch Cross-Sell Program (continued):

Merchandising and Sales Promotion of credit cards exists at virtually imperceptible levels...

o Merchandising:

Take-ones are currently the only visible manifestation of credit card marketing on the branch floor. Existing lake-
ones are copy-heavy and fairly non-promotional. The credit card application attached to the take-one is
unnecessarily lengthy and certainly a turn-off to potennal applicants. Competitor applications, as well as Ficer s
own direct mail applications, are generally more brief and inviting.

in the recent past, the credit card group has not actively leveraged any of the three levels of branch merchandising
(primary-- outside posters and other large posters; secondary-- inside posters and other materials, or tertiury--
inside counter cards and other collateral materials).

o Sales Promotion:

Credit cards are not currently integrated into the Shares In Success sales incentive program. Nor are any divect
individual level incentives paid to branch employees for generating new credit card accounts.

At present, the branch receives $20 for generating a new credit card account if the new customer has a Fleet
relationship. 1t is believed that this payment is made as a general credit at the branch level, and has no positive
impact either on evaluation of branch performance or on rewarding/motivating any branch personnel. Historical
accounting of the per account payment referenced above shows the following:

Total Payment 1o _
;;;,; Bra;jg‘;\’ggovark aHLY CONFIDENTIAL SUBJEL:
1995 (orogecred) § 140,000 TO PROTFRTIIE Anme
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Propased 1999 Branch Cross-Sell Program:

New Accounts: 51.0M (20% of Franciuse total) Acquisition BTs: 357.4MM (81,125 /accyy CPA: 34957
Total 6 Year NPV: $9.35MM Per Account 6 Year NPV: $183.33 Total Cost: $2.33MA

Insights from the Branch Distribution Benchmarking Study and review of current Fleet practices provided the
background for Fleet CCS’ proposal for a new Branch Cross-Sell Program.

—»> Pricing and product features, underwriting, merchandising and sales promotion will change 10 create

competitive and much more visible Branch Cross-Seil Program. Each of these elements is outlined in further detail
on the following pages.

— The new program requires a strategic shift from a passive “take-one " marketing approach to a pro-active sales
environment leveraging tellers as the front-line distribution force to market product at the high volume necessary to
achieve scaie goals that are a common requisite for profitability in credit card portfolios. At the individual branch
level, significe 1 yet achievable increases in credit card cross-seil volume are anticipated:

New New Acety
Fear decnms porstonsoerntonss | TOMLY CONFIDENTIAL Supey
1997 12,342 1,045 0.87 D PROTECTIVE BAER
1998 (projected) 11,304 942 0.79
1999 (Plun) 31,060 4,250 3.50

‘858



S Fleet

Proposed 1999 Branch Cross-Sell Program (continued):

fn addition to pricing, underwriting, merchandising and sales promotion improvements, severat other clements of the

proposed Branch Cross-Sell Program will support the achievement of desired business objectives, without conflicting
with other Retail Bank priorities.

— Neither tellers nor other branch personnel will need to be product experts or memorize complicated terms because:

a) product suport will be provided via simple, straightforward “collateral " materials, and
b) pricing and terms are intended to remain consistent throughout the year (variation would be limited to special
promotional twists [e.g., photo card, Edvance card, etc.,...])

— Customers would be guided toward applying by mail (collateral material incorporates self-mailer) or phone {{-800-

CALL-FLEET), rather than diverting scarce branch resources to time consuming application data entry via the
existing Cross-Sell System.

—» This proposed Buseline cross-sell program would be complemented by special promotions rwa 1o thiree tinies diiiing
the year as well as individual and branch level incentives.

MIGHLY CONFIDENTIAL SUBJECT
T0 PROTECTIVE ORDER
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Proposed 1999 Braneh Cross-Sell Program - Marketing Calendar:

The suggested timeline for introduction of both the new Baseling Cross-Seil Program and Special Promutions fullowsy,

January & February: Pilot new baseline cross-sell program in 30 branches to ensure operational and sales
processes are functioning properly prior to roll-out (Platinum Card offer)

March: Roll-out new Baseline cross-sell program across all 1,200 Fleet branches (Platinum Card offer).
Accompany with special promotional materials and incentives.

April through December: Continue Baseline cross-sell program, with refreshed collateral (hand-out/take-ones) and
tertiary merchandising materials (e.g., counter cards) provided at the start of QO3 and Q4.

July, August & September: Second Special Promotion (a range of potential themes includes

parent/student/education theme featuring Edvance Card [w/savings bond reward feature] for parents of young
children, student cards for new college entrants, etc.,...).

Sc'ptember. Ocitober & November: Potrential 0 piggvhack lelsi Ffrerf_f One Gofd Fa_/!p_rgmgf[on (C.”Eﬁ’!.! e wonld he
in a secondary/support/complementary role).

HIGHLY GOYFDTATIAL SUBJECT
TOPRS™ 77 RDER
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Proposed 1999 Branch Cross-Sell Program - Key Elements :

The following changes to key marketing clements will make the planncd increase in new credit card account olime

achievable:

|. New pricing and product features for the credit card product will be highly competitive

v The non-competitive offer currently available via branch take-ones will be retired. A card with a highly
attractive intro rate and a competitive post-intro rate will be offered throughout 1999.

v The combined Gold/Standard card offered in current take-ones will be pulled. The Fleet Platinum
MasterCard, with a full complement of Platinum benefits matching current competitive offers will be markeied
(Gold Cards will still be marketed when piggybacking on Fleet One Gold promotions).

2. Underwriting for branch sourced credit card applications is undergoing a comprehensive review and
redevelopment headed by Fleet CCS Decision Support. The intent is to create underwriting criteria which will use
up-to-date knowledge and tools to provide higher levels of confidence in individual account profitaviiily.

v’ This is a two phase process in which initial changes will be made for Q199 and subsequent changes will be
made for 0299. As part of this process, opportunities to improve approval rates for Fleet relationship
customers will be pursued aggressively. The intent is to minimize potential negative effects of credit card

turndowns on other Fleet relationships.
v Importantly, new account goals for the proposed Branch Cross-Sell Program are conservative, using curvent
approval rates of 30% for relationship customers  Volumes do not take into account any upside related 1o

planne " “nprovemenis in approval rates. R
HIGHLY fONERFRTIaL ~nn 7
P T Lhwth
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AIBHLY CONFIDENTIAL SUBJECT
HPROTECTYEORDER—

o

Proposed 1999 Branch Cruss-Sell Program - Key Elements (continued):

3. Promotional support which is non-existent for credit card today, has been incorporated on a quarterly basiy,

v $680M has been budgeted for the production of *'collateral” pieces. These highly promotional materials will
be designed to stand on their own, as would a direct marketing piece. They would include rate specific
product information and an abbreviated application. These materials would double as a teller/SSR hand-our
and a take-one. They would be provided free of charge 10 all branches.

v §120M has been budgeted quarterly for other branch promotional materials (¢.g., counter cards, etc.,. )

" Additional promotional support could be funded if space can be made available for special/sprint promorions
Jor credit card.

Specific éncentives are proposed as part of the 1999 Branch Cross-Sell Pragram  If siructured properly, these

P S i
ifsweTlibi v

Guld support ific iialnment of Credit card acquisiion goals, withour inappropriateiy skewing e
Sfocus anc.  otivation of branch personnel,

v Propo. !85.00 per new account paid to individual as part of Baseline angoing cross-sell program
(teller, SSR, etc.,...).

v’ Proposed $5.00 per new account incorporated into “Shares in Success " program as part of Baseline ongoing
cross-sell program.

v~ Additional incentives could possibly be made available to accompany special promotions.

v" All incentives would be based on new accounts booked (not applications taken) in order 10 avoid creating
spurious application activity and/or defocusing branch personnel

v" Branch personnel would continue to code applications before distributing to customers in order to ensure
incentive credit. Data entry shops and Telesales unit would capture coded data.
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1999 Branch Cross-Sell Program - Key Elements (continued):

5. Inthe proposed Branch Cross Sell Program, the branch system serves as a distribution channel for credi card
marketing communications. There is no heavy invesiment in terms of time or resources in individual selling
activity, Front-line branch personnel distribute credit card marketing materials in high volume, with minimal
selling. The branch serves as an alternative delivery channel to accessing a household (vs. the prospect s mail
box). Thi~ "pproach is factored into conversion rates (Plan calls for just 1% of applications distributed to be

completed: The branch prospect would primarily reply by phone or mail. Support for the application process
would be provided as follows.

v" Telesales would capture an estimated 38% of branch sourced applications (approximately 65M applications)

v The balance of applications (62%) would be mailed directly by the customer, or by the branch if requested by
the customer, to a data entry shop for processing (approximately 105M applications).

4 th L [ B R O L e [ JI I o A P
4 L.".'-_”‘J«?.-" SO DropoIod SRREORCR, 1RO wWOWLA O HlNE PSidiic e MU U000l Oydiell URel Wi [AIGGU i U

capture application data. Time consuming data entry of applications by branch personnel through the Cross-
Sell System could be largely avoided.

HGHLY 1 RFIDENTIAL SUBJECT
T PROTECTIMM e
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Proposed I 999 Branch Cross-Sell Program - Key Elements (continued):

Additionally, given the following considerations, proposed Plan volumes should be realistic.

— Reliable information from the Branch Distribution Benchmarking Study indicates that Bank One is currently

producing an average of 9 to 10 new credit card accounts per branch per month using a marketing approach
which is highly similar (o the proposed approach for a Fleet Baseline cross-sell program. Approval rates for ihe
Bank One program are also similar to current and expected approval rates for Fleet. In light of this information,

an average goal of 3.5 10 5 accounts per month per branch would scem achievable for a Fleet Branch Cross-Sell
Program.

1999 Branch Cross-Sell - Additional Opportunities:

In addition to the 1999 Branch Cross-Sell Program as rancicod ahove and included in Floet COS' prelimngmy 1000

Plan, several other oppartunities may exist for Branch Cross-Sell related alliances between Fleet Franchise and the
Retail Bank. These could include the following: '

periodic in-branch tabling of applications and cross-sell marketng by third party resources
in-branch photo card promotional events

leveraging corporate advertising $8s 1o promote in-branch credit card related events (would create branch
traffic)

offer premium items in conjunction with new branch sourced credit card accounts (all fulfillment of premitan
items would be handled by a third party fulfillment house)

special sweepstakes contests for both customers and employees

participate in Welcome Kit currently being planned within Retail Bank (this is actually outside of branch cross-
sell)
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Other Retail Bank Alliance Programs Planned for 1999 (see Marketing Calendur on 3rd page)

The following initiatives are also included in Fleet CCS' 1999 Plan. Account volumes are in addition to Branch
Cross-Sell Program volumes:

¥ Hotline Direct Mail Program to New Retail Bank Customers and Address Changes
300M mail, 3.0M new credit card accounts
¥* Statement Inserts to Retail Bank Customers HIGHLY CONHDEN”AL SUBJECT
13.3MM inserts, 6.7M new credit card accounts TO PROTECTWE URDER
* Event Marketing Program
[UM applications, 1.0M new credil card accounts
* Managing Local Markets Direct Mail Test
SOM mail 1. .2M new credit card accounts
¥ Telesales Program (baseline ongoing Telesales support - excludes Branch Cross-Sell related volume)

16.0M applic  ons, 3.2MM credit card acocunts

* Web Development

F 3865



